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Company Overviewp y
• A leading food and beverage company

– #1 in shelf stable products in Mexico, in kitchens for nearly a century 
– One of the leaders in Mexican food in the US

E i l b d f li• Exceptional brand portfolio

• Broad distribution, strong supermarket penetration

• LTM figures
– Net sales: Ps. 8.4 billion (US$650 million) 
– EBITDA margin: 18.9%

• Market capitalization: US$620 million
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Unique Business Modelq
• High impact brands, ongoing investment in brand equity
• Products for everyday, everyone, every aisle
• Focus on operational and sales efficiency
• Partnerships with world class companies• Partnerships with world class companies
• Bold corporate governance

Joint Venture Since

McCormick 1947

Distribution agreement Since

Kikkoman 1989

Hormel 1994

Barilla 2002

Grupo Kuo 2007

Ocean Spray 2006

Reynolds 2010
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Corporate Structurep

GrupoGrupo 
Herdez

Herdez Del 
Fuerte

McCormick 
de Mexico

Barilla 
Mexico

Hormel 
Alimentos

Other
(packaging, 
real estate)

50% stake
100% consolidation

50% stake
100% consolidation

50% stake
100% consolidation

50% stake
50% consolidation

MegaMex
Foods

50% Herdez Del Fuerte
50% consolidation
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Financial Profile

2005

8%

92%

11%
LTM as of June 30, 2010

Net sales:  Ps. 5.7 billion

11%

EBITDA mg:  16.0%
Market cap:  Ps. 3.4 billion 89%

Mexico
I t ti l

89%

International

Net sales: Ps. 8.4 billion
EBITDA mg:    18.9%
Market cap: Ps 7 8 billion

5

Market cap:   Ps. 7.8 billion



Brand Leadershipp

• Mexico: #1 or #2 position in multiple categoriesp p g
– Mayonnaise, mustard, ketchup, moles, salsas
– Vegetables, mushrooms, olives, tomato puree

Pasta spices– Pasta, spices
– Tuna, canned meats
– Vegetable juice, cranberry juice, tea

Hone s r ps marmalades– Honey, syrups, marmalades

• US: the unquestioned authority in the true Mexican 
f d ifoods experience

– Regional leadership in salsas, moles, tortillas, tomato puree
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Mexico: Scope and Scalep
• Deep knowledge of the consumer cultivated over ~ 100 years

• Broad operational footprint
– 10 production plants
– 6 tuna vessels (+1 to be purchased within next 12m)( p )

• Efficient sales and distribution platform
– 8 distribution centers, 1 state-of-the-art facility under construction
– 15,000+ points of sales
– Strong penetration in supermarkets/price clubs,                                           

present in 80% of grocery shelves Others 
13%

– Sales force of 1,400, 90% at POS
Superm
arkets 
51%Wholes

alers 
%

 Platform for continued growth

36%
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 Platform for continued growth



US: Market Opportunitypp y

P t hi ith H l f d• Partnership with Hormel formed 
in June 2009

• US Hispanics: fastest-growingUS Hispanics: fastest growing 
segment of population

• Mexican foods now mainstream, 
comprise a ~US$5b market

• MegaMex sales LTM: US$200m

• Rapidly securing market 
leadership
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Investing in Growth and Efficiencyg y

P 800 illi i i CAPEX 2008 2010• Ps. 800 million in investment CAPEX 2008-2010
– Tuna fishing and storage capacity
– Expansion of warehouse capacityp p y
– Teoloyucan distribution center construction

• Maintenance CAPEX ~1.0 -1.5% of net sales 

• Targeted search for strategic M&A opportunities

9



Teoloyucan Distribution Centery

• Zumpango, State of Mexico (near Arcos Norte highway)p g , ( g y)

• Semi-automated warehouse, transelevators, “product-to-men” 
picking area, automated re-stockingp g g

Today At Completion ▲Today At Completion ▲

Area (m3) 33,300 16,800 (50%)

Capacity  (pallet positions) 26,910
37,408

1,416 selection
44%

1,416 selection

Doors
46 reception
47 expedition

17 multimodal (82%)

Expedition flow (trucks/day) 60 124 100%

Workers 182 139 (23%)
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Growth Strategygy

• Organicg
– Product innovation
– Consumer segmentation towards targeted marketing
– Market penetration to expand scope
– Efficiency enhancements to maximize manufacturing and 

distribution capacity utilizationdistribution capacity utilization

• M&A
– Current and complementary categories and territories

11



Financial Performance

9 000

Net sales
(millions of pesos)

8 409

7,000

8,000

9,000

6,120
6,597

7,247

8,266 8,409

4 000

5,000

6,000 5,706
,

2,000

3,000

4,000

0

1,000

2005 2006 2007 2008 2009 LTM 2Q10

Mexico International

5 year CAGR 8 1%
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5-year CAGR 8.1%



Financial Performance

2 500 000

EBITDA
(millions of pesos)

2,000,000

2,500,000

1,500,000 1,405

1,589

1,000,000 914
1,008 1,004 947

0

500,000

0
2005 2006 2007 2008 2009 LTM 2Q10

Margin 16.0% 16.5% 15.2% 13.5% 17.0% 18.9%
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Financial Performance
5 year returns

27.0%
29.6%

30.0%

35.0%

19 4%

24.4% 25.3%
22.0%

24.1% 24.1%
21.2%

20.0%

25.0%

16.8% 17.1% 15.5%

19.4%

5 0%

10.0%

15.0%

0.0%

5.0%

2005 2006 2007 2008 2009 LTM 2Q10

ROIC: Return on invested capital before taxes = operating income / average (stockholders’ equity plus debt with cost)

ROE ROIC
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ROIC: Return on invested capital before taxes = operating income / average (stockholders equity plus debt with cost)
ROE: Return on equity excluding extraordinary items = majority net income/ average majority stockholders’ equity



Financial Performance
Leverage ratios and balance sheet profile

EBITDA/ N t I t t EC lid t d N t D bt/EBITDA

1.1x
1.0x

0.9x

1.1x

10.7x

14.6x
12.6x

EBITDA/ Net Interest Expense Consolidated Net Debt/EBITDA

0.5x

0.3x

7.5x
8.5x 8.2x

2005 2006 2007 2008 2009 LTM 6/30/10 2005 2006 2007 2008 2009 LTM 6/30/10

Consolidated Total Debt/Total Capitalization Debt Maturities as of 6/10Consolidated Total Debt/Total Capitalization 

28.2%
30.8%

27.3%
29.2%

24.1% 25.0%

Debt Maturities as of 6/10 

600

800

0

200

400
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2005 2006 2007 2008 2009 Jun-10

Note: total capitalization = total debt plus consolidated stockholders’ equity

0

10 11 12 13 14 15 16 17 18 19

(millions of pesos)



Investment Thesis

• Highly recognized brand portfolio

• Leader in processed foodsp

• Sound growth record, strong future potential

• Returns above industry average

• Financial flexibilityFinancial flexibility

• Solid corporate governance
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The information contained in this presentation (the “Presentation”) has been prepared by Grupo Herdez, S.A.B. de C.V.
(“Grupo Herdez”). While the information contained the Presentation has been prepared in good faith, no representation or
warranty, express of implied, is or will be made and no responsibility or liability is or will be accepted by Grupo Herdez or any
subsidiary of Grupo Herdez or by any to their respective officers, employees or agents as to or in relation to the accuracy or
completeness of this Presentation and any such liability is expressly disclaimed. In particular, but without prejudice to the
generality of the foregoing, no representation or warranty is given as to the achievement or reasonableness of any future
projections, management estimates, prospects or returns contained in this Presentation or in such other written or oral
information.

This Presentation has been delivered to you for information purposes only. The issue of this Presentation shall not be taken as
any form of commitment on the part of Grupo Herdez or any subsidiary of Grupo Herdez to proceed with any transaction.
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For more information:

G d C tiGerardo Canavati
CFO and Planning Director

Tel. +52 (55) 5201 5742
gcanavati@herdezdelfuerte.com

Andrea Amozurrutia
Financial Planning

Tel. +52 (55) 5201 5636
aac@herdezdelfuerte comaac@herdezdelfuerte.com

www.grupoherdez.com.mx
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